OOCOflBn BISOHB 



< 



ED 14S «71 

AOTHOB 

.title' 

POB DATE ^ 
UOIE 



\:s 203 69« 



£^DBS PBICE 
DESCBIPTOBS 



Ingrassia, Barbara Coibes; B^tlin, . Hargaret Jl. 
kn Analysis of 'tke Boles of floien and Hen in 
Television Coaaercials. 

£76] 

14p«; Study prepared at State Dniv.ersity of Mev York 
at Gen^seo t ^ ^ , / 

(1F*$Q.83 HC-$1.67 Plus Postage. 

^Fe^ales; Literature Bevievs; ^Hales^ Besearch; *Sex 
"^scriaination; *sex Bole; *Sex Stex^types; 
^Television Coaaercials ^ . ^ 

lOEHTIFIEBS . ♦Advertising * . ' * # 

ABSTBACT , . 

This paper reviews tvo studies, published in 1972 ahd 
in 1974, that dealt 'with woien* a 'roles in television advertising, and 
it reports on a study of sen's and voien^s roles in 595 television 
coaaercials sho^n in the Bochester, Hev lork, area dujring Harcb 1974« 
Besults are presented with regard , to the sex of th^e voice-over 
announcer, the sex of the persons pictured in . th0 <:QBBercial, and the 
types of products advertised by*aen and by voaen. Aiong the findings 
are that, although f^iale voice-over announcers are in the ■inor^.ty, 

,there*has been an increase in the percentage of feftale voice-over 
announcers since the eai^ier tvo studies vere conductied; voaen appear 
as product representatives as often -as do aen, but voaen in 
television coaaerciaXs are aost often portrayed in the roles of vife 
a^d aother, are freguently presented as i;ather stupid, and are 

- liaited irith Regard to their occupation^ and the physical^* areas they 
inhabit. (Gi) 
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Little resealx^fts beai devoted to the tc^ic cJf vgornen in television advertise- 

« 

ments. Cbncerrt for violence in televisioa-lias produced extensive research on that 

topic; in contrast^ sex steseotyping has been virbjally ignored. In fact^ v« oould 

find only two pcblished sfcjdies on the tc^ic of sex stereotyfiing in televiskai a^ 

vertisaTBntSy althou^i less* fontiai investigaticns iiidoti?tedly exist. ' 

An analysis by qprniitLck and Raudi (1972) exaonined priite-tiire televisixai can- 

irerdals vAiidi aipeared on the network flagship stations in Mew Yor3: City during 

Spring^ 1971. Ooders analyzed advertisenents featuring fehales and, sevsral weecs 

latgry tiiey analyzed a coqparison sanple of advertisenents featuring males. The 

resialts darrcnstrated that ads featuring wonen oonoemed personal hygiene 15% of the 

time, vMle ads wittout woTEn ocrvoemed personal hygiene cnly 2% of the tine; the 

diffierenoe was statistically significant. Purthemore, wcnien were'nucii lesg liJ^ly 

tljan iren to appear in' ads for cars, trades, and related products. , Ihus, wanen can 

bonfcerplatB toothpaste and attertpt to sell it to television viewers, but Maj are 

presuted to have no credibility in- selling a car/ Not only was there a lirnit to 
> - « 

vAat vgorren 00UI9I sell, but there was also a restricticn on v*iere they can be vAiila 
selling it. As the- author* 3 states sixjciiictly, "A watan's place iir 4h the hone." ^ 
Ihis differenoefc too, was statistically sicpiificant; fOMles were pictured in ttie 
hone 38% of tJ¥2 tune,' \^e nales Were in the hcxtB.14% of the tijne. In contrast, 
n»i were pictured rraxh mors frequently in a business setting (14% versus 7%) and 
outside (44% versus 19%) . Advertisenents sean to be caqpitalizing on Erik EriJcflen's- 



"inner space" (Eriksai, 1964) . . ^ j 

\ 



Not surprisingly, ooojpations were portrayed quite differently, for the- tM3 
seses. Of thcjse people vA» vere judged to have an ooctpation, 56% of tte wcraen 
'*were tallied as housewives. The equivalent category of husband and/cr father was 
occvpied by cnly 14% of the men. Inspection of Dominid? and Raudi^s data^shcws 
tha€ vjoren were seldom represented In nonstereotyped roles. Uiere ? businesff- 
wcnen anong the 230 working fierale^ in the sanpls, but the rest of the women were 
teachers, stewardesses, secretaries, etc. - ItOles had far more diversified occuJa- 
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Hn tv%T edjbeniatives^ from lawyer and pilot to professional athlete and^ intrigu- 
ingly^ criirdnal* . • - 

Otiier findings in tf» Dorinick and Rauch* study were the following: 1) l*3nen 
In the advertiscnents tended to be yoxjertger than tJie men; 2) V*xnen were not typi- 
cally placed in ocrrnercicils sirrply as sex objects^ and 3) Ihe off-oanera^ wioe- 
cvek announcer v;as a nale voice 87%^ of the time^ a chorus 7% of the tiirtg^ and fe- 
itEde only 6% of the time. Ihia last observation is.part^n^Larly interesting^ as 
it provic^ statistical confimatljon for the observation by Suelzle (1970) that 
cocnnercials "endlessly show wcroen helpless before a pile of soiled laundry until 
th3 T^aiLe voice of authority overrides hers to tell how brand X vdth its fadt-acting . 
enzyites v/ill get her clothes cleamer than clear»." ' 

The second eurticle exriioemed with wctren's roles in televisiop^ oorrmefcials 

(O^urtney & Whipple^ 1974) re'/iews the results of* four studies on t±us topic^ the 

Docrdn.lck and Rairii sairple feon 1971^ two stidies in 1972 by N.O.W. c^japter^r ^ 

pne in 1973 by Oourtrey and \Mpple. The studies confirm the Do^inick and Raudi- 

c±>pervations regarding the predcninanoe of male voioe-owers. Enoouragingly^ hcwawer^ 

ferales are being sho^jn just as often as men in the more recent studies; this per- 

<xxntage increased si^ficantly between 1971 and 1973, Wooen are aErarenUy seen, 

but they still aren't heard! ( Incidentally , however, wcnen pr^dardnate in daytime 

f 

advertisaTKants jwhiie ip^ predominate at ni^.) 

in an analysis of ti^ type of product advertised, Oourtney and Whipple fcmd 
tfet forales still sell fieroale ooans'tics axvi household ^products, but men sell dru^ 
and rtEdicLne. Ihe four stuiies differed */ith re^ject to the descripticn of tite 
other categories, so the data could jot l5e oorpored extensively. Other oonr 
clusioi^s from' this study ware that m6n were once a^ain represented as dlder than 
woroen. Also, women were still overrepreisented in family/hcme settings and under^ 
rtri^jT^senteia with respect to job variety. Ajain, men we^e outside. When men did 
venjbure into the home, they d£d ao gnly to "give the orders and advice and eat the 
rrxals." As the authors conclude, ••The' world for woroin ii> the ads is a dorestlc ^one. 



1-4 n pA^ aljbematives^ from lawyer 'and pilot to professional athlete and, intrigu- 
ingly# criminal. . • - 

other findings in tjie Dondnid: and Rauch* stufly were the fiollowijig: 1) l*3nen 
in the advertisenents tended to be i^ounger than the ren; 2) T*xten vere not typi- 
cally placed in ocrrercials sinply as sex objects, and 3) The off-<»tjera, wioe- 
ovek announcer a nale wi'oe 87%^ of the tire, a chorus 7% of the tiirtg, and fie- 
itEde only 6% of the time* Thia last observation is.part^wlarly interesting, as 
it provic^ statistical oonfinnation for tha observation by Suelzle (1970) that 
conmercials "endlessly show woraan helpless before a pile of soiled laundry until 
' the ir^le voice of atitharity overrides hers to tell how brand X vdth its f aSt^acting 
enzymes v/ill get her clothes clearner than cleai}," ^ ' 

T3>e second article taioerr^ with women ' s roles in televisiopr ootntefcials 

{0>urtney & Whipple, 1974) re^/iews the results of^four studies on this topic, the 

DocrtLnlck and Rairii sample from 1971, two studies in 1972 by N.O.W. c^iapter:s, and 

pne in 1973 by Cfcurtney and ^^hipple. The studies oonfirm the Doidnick and Raudi 

dDBervations regarding the preckninanoe of male voioe-overs. Enoouragingly, hcwewar^ 

fenales are being shotai just as often as men in the more recent studies; this per* 

cx^ntage increased si^iificantly between 1971 and 1973, Wooen are apparently seen, 

but ttey still aren't haardl (Incidentally, however, wcroen pr^docdnate in daytime 

f 

advertisertvants jwhiie pi^edDrdnate at ni^ J 

in an analysis orf the type of prpciuct adv^artised, Oourtney and Whipple fcuvi 
tfe.t ferules still sell fiaiale ooen^'tics and household ^products, but men sell dny^s 
and nedicine. Ihe^ fbur studies differed ^/ith respoct to the description of tlie 
other ccitegories, and ao tte data could jjot ne ocrpored extensivaly. Other oonr 
elusions from' this study were that m6n were onoe s^iain repreeented as <51<3er than 
woroen. Also/ vcnen were still overrepr»Bented in fandly/hcroe settingg and under*- 
nriimaaitei with rej^pect to job variety, Ajain, roan vere outside, 'When nen did 
venjaae into the horoe/they did so gtdy to "give the ordecs and-'advice and eat tha 
ncsals," As the autiwrs oondude, "Ihe' world for wonw li) the ads is a domestic one 



' ^ 3 
wonen are housei)(lfes \vho worry about cleanliness and food preparation and 
- serve* their husbands and.childrenJ Seldrai is a worari ^bcwn ccrfcining out-of-4icne 
eqplqyrrsnt with rBnaggreiit of her hare and persOT^ life." In oontrastr are 
portrayed as the ttaniiiant sex in the p tonption o^ most pro(3ucts and services vAiidi 
are significant to t±e farrdl^^ and wherfe the decision-making process is* at all ex- 
tensive." 

l-fe teel that it is particularly unfortunate that this area of' research has beeii 
r^lected^ v/V^i.the excfeption oi the Dominici; and Raudi (1972) 'and the 'CbuTtney and 
I'liipple (L974) studies^ because- of the irplications for the socializatiGn of chil- 
y dr-ti. A recent experiment by Frue and !ica^ee (1975) fount} that acceptance of tradi- 
ticral sex roles^ as assessed by the Brown it Scale^ vas greater, for children v*io 
were classified as high television watdiers (*5 or irore hours per veek) than it i 
'was fear low television watchers (10 or less hours per week) . Althou^ other inter^ 
pretat-ions of these data are available, one ejqplanation nay be that extensive tele- 
vision viewing mooufages children to aoc^t the roles portrayed on television. It 
eeertB clear fieont other research (Stamglanz & ssifiin, 1974) sthat sex role stereo- 
t^jjig is, pronounced in children's television programs. Corbining this atereoty^ 
ing with the sj^r^typing evident in adv^rtiaeraents, it is no surprise that chil- 
' dren axe learning sortething ab(x± our *)ciety and its nonrB and e:?)ectaticn3 fran 
these a:3N^rtis€naits^ \ 

Vfe ^eel^ then/ ti^ it is iirportant to gatter additional data on the issu^ of 
^ womb's roles in fo^: two reasons. First of all, the way in whidi wd- 

^men ire portrayed in -^^i^ision «k2s will reflect huw wonen are viewed In a given 
Ssx:iety. Thus, we c^ view television .advartiieroents as ai^chival ri^rords of sex 

roles • Furthermore^^^ sinpe television saotis to play an iirportant role in c^e social- 
ization of chijdrdtt^ children will grow ip. viewing waien in that same li<^t. 

Our stucfy Represents, essentially, a r^licaticn of these earlier studies in 
orcter to establish a reliable data base. Previous studies have examined advertise- 
mants in New York dty, Washington, D.C., eani Ibronto. Vfe'feel that a sitrple fron 
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a snaller city v.lth a large surrounding rur^ area (Rochester^ New York)/ can pro* 
vide soTB contrast and offer us infonnation abcut^the generality of these earlier * 
data. Alsp^ the data were collected ctie year later; perhaps advertisers may finally 
recognize the argunents proposed by the feminist rnovsnent. 

IEW» ♦ • 

Ihe senior author tabulated^e^^ry advertiseneit that appe a red during the periods 
in which the stufy was conducted in l-'lardn, ^1974^ TSble 1 /describes the sarrple. 



T&ble 1 ^bout here 



Each ad\^rtisfenait was described- briefly and coded fbt the hour and type of shew in ' 
vrfiich it ^3pear^. ^Additional codes r^33?esented the sex of the voice-oMsr annpundfcr^ 
the. sex of tJ»^ person pictured in the srfvertisanent^ and the typ« of product adver- 

r. 



tised; • ■ • 

RESULtS. 1 



First let us oonsicter the results for tJie sex of t±e voioehcr/er annotiKef at 

: ^ 

.th? end of the advertiaarent, I-J? calculated fron Dordnick and Raudi's (1972) sta- 
.tistics that 'their sample roust hs^ included approodnately 822 (87%) nale voioe- 
CMars^ 57 (6%) flgnale voice-o\«:s^ and 66) (7%) itdxed chorus voice-overs. In our 
sanple^ there were a 'total of 544'ad)tertiserents witii a voioe-oMsr* Of these, 430 
(79%) were nales, 94 (17%) were fonales, and 20 (4%) were mixed chorcus. Por pur- 
poses of this analysis/ we ignored the-joixed chorus data, leaving it topthers to 
e:q^lore the ^pparent damise of this fontu 

questions interested us regarding the Moioe-over data. First, has the 
peroenta^ of female wioe-ov^ers inr^reased since the Dondnidc and Rauch study? A 
chi-sguare analysis indicated a&t this percentage had increased substantially 
(X^ ='43.41, df » 1, p<.001), Jnow it is possible that the difference between our 
results and thoee'df Doninidc and ftauch can be attributed to the fact that their' 
ad\^2rtiseRientd were front priiAe tine \^hile our sanplq included daytime television 



£w3vertiserents. However, an inspsctim of our ^riire-tin^ sitosearple shewed that t±ie ^ 
percsntages here, did not differ fron those in dbr overall sanple* It is also pos* 
sible that.flegional differences mic^t be* responsible for the difference/ but we" see 
no a priori reaseon-to predict'^nore female representation in the lt>state ^tew York 
sairple. It seens, then, that nore recent 'tele'/ision oormercials are more Vitely to ^ 
select a ferali to provide the voice over; three years after the Doninick and P&udi 
stuSy, wonoi are nore likely to provide -the authoritativs last vord. 

Vfe'C^ also ask a second question: in the .present garrpler are miles and fenales 
equally represented in voiqe o\ers? Ihe ^inswer here is clearly '{X^ ^ 253, 
df = 1/ p<.(501) . ' 

A second category of data concerns the presSxse of men and wonen as product ^ 
r^resentatives. In orxter to remain as oonsistisht as possible with the Ctrrdnick 
and Paubh st\x3y^ a single tally marie was redorcted for feniales for eadi ad containing 
one or rare ferales (whether adult or child) ; the same process vas fcllcwed for males* 
Thus^ a givm ad could be tallied for both males and females. In allr 293 ads shc^d 
fenoles and 271 ads showed males. Panales are in the sli^t majority in our sartple^ 
but this predoninance is not statistically significant *(X^ * .96^ df = 1^ p>.05). 
These statistics agree with liiose cited in the 1973 Ttoronto sarrplfe (Courtney and 
t;Siipple,. 1974) v*>ere 50% of those pijctured'were ferale. 

Let r>ow ccjfisidsr ti>e product qategories of the advertisfements (sde T^le 2) . 



Table 2 about here 
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■T'te 6>c2ffnined the five cat^^ies inclixJed in the Dominick and RaucA table. (Cieae 
are the first five categories in our Table 2) . 'Vte also added additional categories 
examined in tte Courtney and '-Jhipple stuc^. Thus.r we have categories v*iich. will 
allow corparisons with both earlier studies. added one final cate^ry, "finan^ 
dal" berrai^ we thou^t this^ mi^t revaal sane interesting sex differences, 

Not surprisingly, fenales outn^^Der nales in ferale ooerojtic ads. Alsa, ttales 



jutniittered fenales in car ads. ^poih of tiie^ findings rur\ parallel tc^ the results 

— - - > —s--- ^ , . I , 

of Dondriick and Rauch, Hcweverr rnlike Dcriinick and Ra'jdi^ we four^d no differences 



for male cosmetics and gas & oil^ because we fipmd so few ads for th^ iten© in our * 

' • ' . , 

*sartple^ * Also^ we foimJ np Jifferenoe in the persgial hygiene products category; 
OamitLc^ and Ra\xii foun^ a c^ffierenoe but Cburtney and Whipple did not in their mdte 
recent .'Stajdy. O^oem about cleanlijiess in ads is no Lcji^er confined to fieraales; 
ncn (rel\x:tantly) d^knjss deodorants^ use Lava soap^ and smile hri^t tootlpaste 
szniles. 

The one category vMch Dordnick and Rauch did i>ot examine which showed a s\±n 
stanti^L sex difference was "houspholdr " a cat^gory ocrpbsed largaly of housrftold 




cleaning^ aids. ^Thile pergonal cleanliness is new appropriate fior>hoth sexes, house-' 
told cleanliftess is still- largely t±e cona= ?m of women. VJbnen are continually being 
delisted in advertiserents^by diiney floors^ shih^_J:ables^ shiney dishes. .This ^ 

in their 



difference* matches tl>e* data of Oourtney -and VJiipple in their 1975 sanple.. 

Finally^ we found no difference in the arMS of food and be\^rages, 
itEdidneV and financing. This last finding is encouragingf wcnen are pic^i^red in 
financial transactions as often as ^nen are^ cdtJioii^ the nature of these^v^transactiais 

may well be different* 

> « 

nrscussiQK 

'^fe^'find it particularly, encouragii^ that there has been an increase in th^^iast- 
fei^ years in the percentage of fenale aimouicers providing the final information on 
products. iJiere' seans to be a tr q i i to allow^ wcnen to demonstrate ttieir expertise^ 
esnecially in the more traditional areas. Fbr exarrple^ an ad for Parrpers diapers 
shah a father^ grandfather and a baby. The father suggests a Panpers diaper. This 



ir 



ad^ so far^ rii^oounter to traditional stereotypes^ but will buyers tnast a male 
cn such a strictly femdle'toplc? Ineteeff^ in this ad, it is a woman announper viio - 
explains yity Panpers are the superior product. A mDr? refined oorparison ok our 
data with those of Dominick aixi Itouch mi^t reveal v*iidi areas are most lik^y to 
yield to tte fenale voice-over. We sut^pect tl>at it is the traditionally feminine 
9^areas. ^ • 



^ / . • . 7 

' Of course J cOr enthusiaan for the change is ntjdified by the fact that wonen 
voice-overs are still in the iiujx>rity, even in, acne clearly feminine ads, as for 
Dove scap^ or for ads dealing -with sex-stereotyped areas, ^such as toilet bcwl . 
cleaners. Quite often, males become .involved in ads at the poiht VSiere a scien- 
tific""e:^lanatiai seerrs necessary (perhaps because men .are assured to he more 
trustworthy, tifelleveable, and kncjwledgeahle) to oorroBorate the raore "personal/^ 
< testimonial" of the vgcmai. . . n \ 

It is clear that ^/raren are nj^f well reprfeented with regard to the nyrrber 
of tiires ti«y appear as pix)dapt representatives. This is in coitras^ to the 
situation in elonsntary sdKX)l readers^ in vjhich males outniirber forales both as 
main characters and in illustrations (Q:^teTer^^l972; Martm & Matlin^ 1975). 
In these readers, females have beafl called "invisible" tecause of their scarcity. 
In contrast^ television advertisements picture female^ as 6fteri as^ljales'. ^The 
cc»plaint oortf^, instead, from the way in \ihich ti»ey are represented* We demon- 
strated thPit th^ appear significwtly irore often for household products and 
less often for cars,/ which are ooStly "male ■ products. 

- Turning from the quantitative analyses, let us consider, more generally, Adw 
wcren are portrayed in advertisemaits. As a \*Dle, they represented in their 
traditifinal role as a vafe and itother,. perhaps not too intelligait a wife and 

I 

at ^t. Ihsy are seen being surprised by Icwer food prices and cleaner dxshes 
and floors, forcing their children to gargle, wrapping san<idk±es, cooking soip, 
buyihg tootJpaste, and going wild over hats.' ■Die woman is busy every minute, but 

ehe loves it— because she takes her Geritol. ' 

Our sanple of aolwertisenients si:pjferts the oondusion of Daninick and Rauch 
tivat females are not placed in oarmercials' merely as sex objects (perfiaps this 
taidency \rould be stronger in magazine advertisements) . !»te found a sexy female 
.actor^annDuncer floating among bank premiims, a vjoman v*io nightly slinks forth . 
in a low'-cut frothy white gown*" to anrwinoe the Specials or npvies for the evening 
cn the NBC Network, and the. L'Oreal Hair Ooljbr woman, v*o is attacked ty a 
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hax^daone itale after spurging .$2.75 on herself* Aside from these, television ^ 
fenales are not especi-ally sesQ^. ^ . • » ' 

The woren in television ocnnercials nay not be se^; ijistead, tiiey seam 
.) pitif\dly diitb, Qc^ wonan forgets, even after she has told nary times, that 
only a certain dog food contains be^f, arid another can't seem to xnderstaivi the * 
intricacies of 'decaf feinated coffee. Another^ yomg worran is c?3npletely fbi;getful 
of the factr that she has a credit |:ard to pay for her car repairs. She is 
utterly helpless, until a man'rofninds her of her credit card.' Cr>e other woman, to 
her credit, .da^ begin to put \jp her own curtcdns^ intil her arthritis stops her. 

l-fenen also seera to be restricted with'Xeqard ,to the physic^ areas they can. 
irfiabit. We did not investigate this interesting question, as the earlier studies 
diS, 'but we note a Windex ad -in vttich a man and a wonan are vashing a windw. 
The map is on the outside anrd the wonan is xxi the inside. ' 
^ ^ Ite 'feminist n ov ement seens to have little effect on how advertisers represent 
vraren's occupations. In our saitple, wft saw only four w^ridng women, a teacher, a 
librarian, a golf instructor, and Jo9Q)hine tdie Plinber. Ife are pleased to see 
.these last two non-stereotyped occupations. However, we n&te that Josq^hine has 
been around for nany years, and she is still in the kitchen. 

Poraales are also portrayed, as liirdted and helpless in t>e advertisGftRnts , 
. *, specif ic^y cJirtKrted at chilcTren. Again, the- vB53b meviority' of the announoers hx^ 

nen— or, in ti>e cas^of t-ie h\3Tferous cartoons ads, ttole aoioRS. ^S^b anc?, Oi^^ls 

\ 

.are onoe agiin cast traditionrU. roles. In an for a Cc^idy.b^, a little boy • 
5.3 seen* hiving just clirrhec! irountoin afir'. placed a flag on it, v*iile a girl \ 
si'TX5ps ia on a flying o^xpct. Buster ^ravn iraVes Dashers fxxc boys and tXqplmgs 
for girls. In another acd, a boy and a girl are about to begin a gams of bas^DaLl 
when it is pointed out that one of then is a girl, and so they c^'t play^. Hie / 
girl replies that at least ^le likes to take bathsl ^ * ♦ 

It is possible, 'thou^, thiit the feminist nb v eroent hds had some specific in- 
O flusnoe on a small nutber^f ads featuring men. Cte nan dDes^ laundry. Another ^ 
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man fries chicken and receive^ the dcrpliinaitr ' '^fot bad^ Dad. " Yet anotlier 
father makes soop for the family, His littte dai^ter days^ I didn't know 

ypu could cook/ and Dad r^lies^ "Neither -did I." In another exarrple^ a woraffi 
goes "bade to work but she assures us that Jieri hone won't siiffer because her hus- 
band uses !fap & Glow on the floors. She oonnentSr • "Isn't he terrifici" It seems 
that men can be* shown in female-role ads; but there must be seme, surprise indica*- 

' V « . * • ^ 

tied,. IJjey ne^^ sirply 3tir soip^ as their vaves wojold in siirdlar circiinstanoes. 
Ifen .are performing fonale tasks^ but this is still so unqsual that it deserves 
special oonxiBnt. Bqt\ and Bern (1971) have noted that \^ can test for equalitj^f 
sex roles by reversing the sex of the characters and seeing vAierther the^descrip- 
Jticn retains the same flavor and tcne as thfe original. *Trylng this test on tiiese 
ads^ we see that men may'^lDe performing woranly duties^ t^t the "flavor;" is some- 
how different; this perfornBrioe is, Dot part of the man's customary duties. No 
mother would receive the oonrent^ "Itan/ 1 didn't kno^ you could code/ nor would, 

* 

she reply f "Neither did J." Incidentafty^ yonder v*iy thfere is no Equivalent 

advertisemait portraying a vpman in a male role^ vrf^ether with or wit±iout oonrent. 

' ' . ' *" 9 

In tiie last three years, theifehas been seme inprovBrent in the vc^ woren are 
* r^resented in television advertisements , but obviously the situaticn is still far 
fron ideil. Vfe still a^^t an ad\^rtisement showing a really oonpetent woroan,\one 
v*o can anrent authoritatively on a product vathout the last word being spcicen 
by the ultiirTate, male es^^ert. - ^ ' 
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.: ■ ■ . ♦ 
•able 1: characteriptiiis of tii^.sanp^ 

of advertiseraentfii' ^ , ^ ' \ 

TVpaof Tbtal"# Tbtal # J • 'Type of Show , Ibtal # Tbtal # 
Lime Slot of Huurs x>f Ms of Hours of Ads 



Morning 


• 10 


214 








• 




192 


So^ Opera 


•5.5 


146 


Evening 


11 


• 189 

• 


rioyie . 


. > 4^ . 


79 • 








Talk^ 


4.5 . 


92 


* ** % 




• * 


Cartoon ^ 




93 








Game . 




. 32. 






• 






39' 








.l^Sit. Obm. 


2.5 




• • 




News . • ' 


• 

. l.,8 


31^ 



% 

# 



" 12 • • '.N 



T^le 2:, Product Qitegorles of Advertisements 



Produst Category 
!• Male oosinetics 

* • 

2« FGnale cosnetics 

3. C^s, related products 

4. Gas axid oil 

5. Persoml hygiete products 
€• fll)usehold 

7. Ftood and 'beverage 

8. Drugs and medicjiie 
E^:)ancial 

Other 

Tbtal ' ') ■ 
N{total ads)- 



' . * - Level of 

SignificanoQ 

Ads vdth Fefnales Ads wj±h MUes of Bif ferenoe 




2% 

100% 
293 



; 0% 
1% 
. 10% 
1%- 

14% 
7% 
36% 
5,% 
3% 
21% 
100% 
271 




h.s. 
V 

n.s, • 
<.01 
n.s. 
n.s. 

R.S.^ 

n.s. ^ 
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